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ABSTRACT 
 
This study was evoked by a discussion with one of Dimension Data’s Service 
Management Executives. The discussion was centred around customer service 
management focus and on how to bring all stakeholders within the organisation 
to share this common goal. The critical aspect does not merely mean improving 
quality, but to exceed customers’ expectations according to Manning (1989:63). 
Quality and customer service have become a way of life rather than, short-term 
projects that can begin and end at will emphasises Manning (1989:91). 
 
There is a myriad of evidence to suggest that services are becoming critical to 
economic growth in most developing economies, one of such is South Africa. 
Thus South African industry requires substantial reflection both from the 
government and private sector regarding issues of service. Organisations 
therefore need to understand products and services as complex clusters of 
value adding satisfactions.  
 
The main problem of this research is as follows: 
 
What customer service management strategies are at the disposal of an 
information technology organisation? 
 
The main problem will be solved in the form of three sub-problems, by 
identifying what customer service management is. Secondly, depicting a 
customer service management model and lastly recognising customer service 
strategies that exist within Dimension Data. 
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                                            CHAPTER ONE 
 
INTRODUCTION, PROBLEM STATEMENT AND DEFINITION OF 
CONCEPTS 
 
1.1 INTRODUCTION 
 
In today’s volatile economy, providing excellent customer service can be 
the critical difference between a company’s success and failure.  
Customers today are better educated than ever before.  They are 
increasingly careful about purchases, the rands they spend and they want 
value for their money.  Griffiths (2002:68) states that customers want good 
service and are willing to pay for it. 
 
The level of courtesy and assistance required from a customer service 
representative has increased dramatically over the past decade as a result 
of the customer’s upgraded “acceptable” service standards; more skills are 
required, such as telephone courtesy and assistance, effective 
telemarketing skills, customer retention, problem-solving capabilities, 
maintaining customer satisfaction, and effective use of available 
technology. As a result, organisations in various industries are induced to 
provide distinguished customer service in order to remain competitive. 
Therefore the learning of customer service management has become of 
strategic importance, says Griffiths (2002:73). 
 
Demand for customer service training is higher than ever before. Everyone 
in the organisation - starting with the CEO can elicit such extraordinary 
commitment only in the context of a corporate culture that emphasises 
caring about employees and sharing of the service ethic. A business, which 
offers not just the bare-bones basics but exceptional, value-amplified 
service, sets itself far above the competition, says Sturdy (2001:117). 
 
This study was evoked by a discussion with one of Dimension Data’s 
Service Management Executives. The discussion was centred around 
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customer service management focus and on how to bring all stakeholders 
within the organisation to share this common goal. The critical aspect does 
not merely mean improving quality, but to exceed customers’ expectations 
according to Manning (1989:63). Quality and customer service have 
become a way of life rather than, short-term projects that can begin and 
end at will emphasises Manning (1989:91). 
 
There is a myriad of evidence to suggest that services are becoming critical 
to economic growth in most developing economies, one of such is South 
Africa. Thus South African industry requires substantial reflection both from 
the government and private sector regarding issues of service. 
Organisations therefore need to understand products and services as 
complex clusters of value adding satisfactions. Five levels of customer 
service can be identified in relation to customer perceptions. The central 
part of the service as the core benefit, defined as the fundamental benefit 
or service that the customer is buying. Around the core are four additional 
levels: the generic service, the expected service, the augmented service 
and the potential service. Each of these describes a different dimension of 
service with the capacity to differentiate the offering on the basis of 
customer response as Gabbott and Hogg (1999:21) suggests. 
 
“Good service,” needs to be driven by customers’ needs and expectations. 
If the service fails to satisfy the customer then, no matter how fantastic it 
may appear to the organisation it is not good service. Unfortunately, this 
does not mean that the organisation can just ask the customer what the 
customer wants and give it to them. This approach will not give the 
organisation the whole story - many customers do not know what they 
really want (which is mostly the case with Information Technology services) 
until someone offers it to them, states Gabbott and Hogg (1999:21). 
 
Ideally an organisation would like a customer to say “Aha, that is just what I 
wanted, but I could never describe it until now.” If organisations could tap 
into that recognition of an unfulfilled need, the organisation could create a 
strong and lasting bond with customers. It is certainly a way to get ahead of 
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competition and ensure a deep-seated level of customer satisfaction 
according to Haynes and Dredge (1998:9). 
 
Therefore the integration of value adding strategies coupled with an 
understanding of the external environment creates a catalyst in fulfilling 
customer needs. The success to ultimate customer satisfaction and 
retention is becoming a terrain in which employees, customers and 
management all emerge as winners. The study will harness on IT’s role to 
cultivate customer service as a valuable asset in achieving strategic 
superiority. The aim is re-establishing the meaning of customer service 
management within an IT organisation and the effect this has on existing 
and potential customers. A model will be depicted to illustrate customer 
service management strategies, which are at the disposal of an IT 
organisation, according to Haynes and Dredge (1998:9). 
 
1.2 MAIN PROBLEM 
 
This leads to the following main problem, which will be addressed by this 
study: 
 
• What customer service management strategies are at the disposal 
of an information technology organisation? 
 
1.3 SUB PROBLEMS 
 
In an attempt to address and solve the main problem, the following sub-
problems have been identified: 
 
• What is customer service management according to literature? 
 
• What model depicts customer service management in an IT 
organisation? 
 
• What customer service management strategies have been adopted 
at Dimension Data? 
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1.4 DELIMITATION OF RESEARCH 
 
Delimiting the research makes the research topic manageable from a 
research point of view. By limiting the research, the researcher does not 
imply that research on the same topic is not applicable in other information 
technology organisations. 
 
1.4.1 DERMARCATION OF ORGANISATION TO BE RESEARCHED 
 
The scope of the research is limited to Dimension Data operating in the 
Eastern Cape, South Africa. 
 
1.4.2 GEOGRAPHIC DEMARCATION 
 
Dimension Data is a global firm however; this research is limited to a 
branch situated in the Nelson Mandela Metropole. 
 
1.5 DEFINITION OF KEY CONCEPTS 
 
        In relation to this study, the following meanings will be ascribed to the 
        concept. 
 
1.5.1 CUSTOMER 
 
According to the South African Concise Oxford Dictionary (1999:77) a 
customer is a person who buys from a shop or a business. 
 
1.5.2 SERVICE 
 
Based on the meaning given in the South African Concise Oxford 
Dictionary (1999:108), this is an act or deed by one person serving to 
benefit another. This is also the activity of contributing to the fulfillment of 
a need or furtherance of an effort or purpose, (www.thefreedictionary). 
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1.5.3 CUSTOMER SERVICE 
 
Customer service is an organisation’s ability to supply their customer’s 
wants and needs according to Haynes and Dredge (1998). Some authors 
view customer service as all activities, which bind a corporation and its 
customers together to further a sales relationship. Other authors view 
customer service as a package of measurable activities that provide 
utility to customers or optimum levels of service. 
 
1.5.4 STRATEGY 
 
The concept of strategy has been borrowed from the military and 
adapted for use in business.  A review of what noted writers about 
business strategy have to say suggests that, adopting the concept was 
easy because the adaptation required has been modest.  In business, as 
in the military, strategy bridges the gap between policy and tactics.  
Together, strategy and tactics bridge the gap between ends and means. 
Porter (2000:20) argues that strategy is about competitive position, about 
differentiating yourself in the eyes of the customer, about adding value 
through a mix of activities different from those used by competitors. In his 
earlier book, Porter defines competitive strategy as "a combination of the 
ends (goals) for which the firm is striving and the means (policies) by 
which it is seeking to get there.  "Thus, Porter (2000:21) seems to 
embrace strategy as both plan and position. According to Johnson and 
Scholes (2003:43) strategy is the long-term plan or direction of the 
organisation. Strategies are developed in an adaptive fashion building on 
the existing strategy and changing. 
 
1.5.5 CUSTOMER MANAGEMENT 
 
According to Foss and Stone (2002:6) these are plans and objectives 
based on the retention, acquisition, penetration and efficiency findings of 
the analysis and the needs of the customer groups, which drive activity 
throughout the customer life cycle-from prospect, through new customer 
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and on into mature customer.  This will involve the day-to-day working 
practices of the marketing, sales and service support functions within the 
following key areas: 
 
• Targeting of acquisition in retention activity; 
 
• Handling of enquiries; 
 
• Support for new and upgrading customers; 
 
• Getting to know customers and how they want to be managed; 
 
• Account management (service, billing, technical support, field, third-party 
telephone); 
 
• Identifying and managing dissatisfaction; 
 
• Winning back lost customers. 
 
1.5.6 CUSTOMER SERVICE STRATEGIES 
 
Heynes and Dredge (1998:43), argue that customer service 
management strategies entail: 
 
• Motivating staff to approach work positively as attitudes are very 
important in the customer service mixes. The manager needs to build up 
value of the jobs service employees do. Praise good work and give 
employees credit for their success; 
 
• Taking special care to value the work that part-time employees do and 
include them in the team; 
 
• Organising efficient systems to deliver effective and consistent customer 
service at all times; 
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• Championing customer service within the organisation to ensure that 
sufficient resources are allocated to this important function. This can 
mean building a good business case to justify additional expenditure to 
ensure customer loyalty; 
 
• Promoting high standards of service by setting clear, measurable 
performance targets for employees. 
 
Customer service can be measured in a number of ways,such as comparing 
service levels against a norm, measure perceptions such as importance and 
satisfaction or measure utility.  According to Griffiths (2002:36), organisations in 
order to achieve creative customer service management focus should include: 
 
• Anticipating customer’s needs; 
 
• Anticipating supplier’s strategies; 
 
• Helping suppliers or customers respond to the changing regulatory 
environment; 
 
• Classifying customers according to customer service needs and 
providing different levels of service to them based on these needs; 
 
• Providing more management service to smaller customers. 
 
1.6 SIGNIFICANCE OF THE RESEARCH 
 
There is value that exists in customers for every organisation, as there is 
business value for every organisation in utilisation of Information 
Technology (IT). As a result of the rapid changes in the IT industry, so are 
organisations specialising in this industry. Therefore strategies of customer 
retention, targeting and return on investment become an important aspect 
for survival. There is a perception of cost and unnecessary expenditure 
associated with IT services, and it is this challenge that IT organisations 
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have to counter act and replace such perception with quality, value and 
service customers will gladly pay for says Foss and Stone (2002:6). 
 
There are various ways to provide such quality, making the customer feel 
special, important and treated like royalty. These are key ways, and form 
the customer service diamond: mission, values, objectives and strategy. 
To convert the diamond into reality, senior management needs to create 
long-term plans on such critical issues as customer – focused processes, 
human resources and innovation to meet customer demands, states Cook 
(1997:47). In the context of the research, Dimension Data could place 
customer service management at the core in order to maintain a 
competitive advantage. This would mean a greater understanding of the 
value, behaviour and attitudes of different customers and customer 
groups, says Foss and Stone (2002:6). 
 
Customer-driven marketing - the notion of driving a business by customer 
issues is different from product-driven marketing. It is harder for a start. It 
requires greater degrees of professionalism, better use of intelligence, 
more understanding, more information and a different culture. In other 
words, the new customer-driven ethos must attach both to what the 
organisation does, and to the way it does it says Frazer-Robinson 
(1999:17). 
 
1.7 RESEARCH DESIGN 
 
In this section the methodology to be followed in the research is described. 
 
1.7.1 RESEARCH METHODOLOGY 
 
The following will be adopted to solve the main and sub-problems: 
 
1.7.2 LITERATURE STUDY 
 
The literature study will be conducted in order to identify customer 
service management strategies, which are critical to Dimension Data’s 
strategic position in the Eastern Cape, with specific focus on the 
organisational culture in order to achieve a competitive advantage. 
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Information will be gathered from libraries of the Port Elizabeth 
Technikon, the University of Port Elizabeth and from the Internet. 
 
1.7.3 EMPIRICAL STUDY 
 
The empirical study will consist of: 
 
a) Mail survey: 
 
• A mail survey population consisting of managers, professionals,  
     supervisors and administrative staff will be conducted. 
 
b) Measuring instrument: 
 
• The researcher will develop a comprehensive questionnaire for this 
study based on information gained from the literature study 
 
1.7.4 DEVELOPMENT OF AN INTERGRAL MODEL 
 
The results of the literature survey and the empirical research will be 
integrated to develop customer service management model that can be 
implemented by the organisation as a basis for continuous improvement. 
 
1.8 PROPOSED PROGRAMME OF STUDY 
 
The research has been planned to include the following chapters: 
 
Chapter One : Introduction, problem statement and  
definition of concepts. 
Chapter Two  : Customer service management strategies in  
general. 
Chapter Three : Developing a generic model. 
Chapter Four  : The empirical study, methods used and 
analysis of data. 
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Chapter Five : Integration of the findings of the empirical  
study with the theoretical survey developed 
for the study, summary, recommendations  
and conclusions. 
 
SUMMARY 
This chapter introduces the study and identifies the main problem and sub-
problems.  Key concepts are defined within the context of the study.  The 
proposed programme of the study was set out to create an understanding of the 
thought process of the researcher to the reader. In the next chapter, the 
application of customer service management strategies in the service industry 
will be discussed. 
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                                          CHAPTER TWO 
 
CUSTOMER SERVICE MANAGEMENT STRATEGIES IN                                                                       
                                             GENERAL 
 
2.1 INTRODUCTION 
In the previous chapter the layout of the research was discussed. This 
chapter will elaborate on customer service strategies applicable to 
organisations in general. As indicated previously customers are becoming 
increasingly sophisticated and informed. Customers will naturally, become 
more discerning and hold greater expectations. The only real dilemmas 
are not whether an organisation should do it, whether it will do the 
organisation any good, or whether the customers will like it. The dilemmas 
are how an organisation will fund these new services and care levels, and 
what will happen to an organisation if it does not, states Frazer-Robinson 
(1999:41). 
 
In order to practice the art of customer-driven business, an organisation 
must become a master of customer service and customer care. The 
building of a customer relationship is rather like the building of a strong 
brick wall. Its deep and secure foundations lie in its philosophy, culture and 
commitment to customers. The bricks are the individual sales or unit sales. 
The cement is the loyalty that is created in that customer. It holds the sales 
process together, bonding between individual sales, creating strength and 
resilience. The water, sand and mortar from which that cement is made are 
customer satisfaction, customer service and customer care.  Becoming 
customer-driven is, in effect, a safe and secure place for the organisation 
to weather the storms of the business world according to Frazer-Robinson 
(1999:41). 
 
In view of the above, the aim of this chapter is to investigate customer 
service management strategies, which will create extraordinary value for 
Dimension Data’s customers, employees, investors and all other 
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stakeholders. There is an old marketing saying that goes ”Customers do 
not buy quarter-inch drills; they buy quarter-inch holes”.  The implication is 
that a manager thinking he or she is in the quarter-inch-drill business is 
likely to be blindsided by a competitor who develops a totally different, 
better, less expensive way of making holes.  The drill repair is a service.  
The payoff comes when a company defines its business in terms of 
results, debates Heskett, Sasser and Schlesinger (2003:44). 
 
2.2 SUCCESSFULLY RETHINKING THE BUSINESS 
 
There is a sea of change in the visions being fashioned for many large 
organisations, in response to either stagnant performance or a change in 
leadership. Such efforts are taking on identifiable patterns. Nearly all net 
new jobs in the U.S. economy in the past twenty years have been created 
in the service sector. This is true of nearly all highly developed economies 
in the world. In contrast to popular belief, it is not a new phenomenon, as 
those who deplore what is called the “burger-flipping” economy would have 
the reader believe recommends Heskett, et al (2003:45). 
 
The shift in emphasis from products to services has taken several forms, 
depending on management intent. Producers of higher technology 
products, for example, have found that it is impossible to maintain a 
competitive posture without a full range of support services, a necessary 
component of a competitive product service package. Such organisations 
have tended to organise the delivery of services as an arm of a product 
oriented organisation. Others have found such profit potential in services 
that they have reorganised to highlight service as a separate business 
venture. 
For example, Hewlett-Packard’s Worldwide Customer Support Operations 
endeavors to provide seamless twenty-four hour, seven day per week 
service on a global basis from service centers located strategically across 
the world’s time zones in a range of languages reflecting HP’s business 
worldwide customer base. This organisation, operating as a separate 
business capable of servicing customer networks encompassing other 
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vendors’ equipment, now produces fifteen percent of the company’s 
revenue. 
 
A more strategically important form of the trend from product to service 
typically involves companies whose products have become “commodities”, 
difficult to differentiate from those of competitors. In a fast-moving world of 
product development, technological change, and high performance 
expectations, it has become harder and harder to make competitive 
returns from the manufacturer of basic commodities-sold to business users 
and consumers. In information technology,it has been found that 
significantly higher margins await the firm willing either to service the 
products it manufactures or literally to convert its products into components 
of overall services says Heskett et al (2003:48). 
 
2.3 CUSTOMER VALUE OVER TIME 
 
Customer delivered value is the difference between total customer value 
and total customer cost.  Total customer value is the bundle of benefits 
customers expect from a given product or service.  Total customer cost is 
the bundle of costs customers expect to incur in evaluating, obtaining, 
using, and disposing of the product or service. Figure 1 depicts the 
determining factors for customer delivered value.  This shows that 
customers operate under various constraints and occasionally make 
choices that give more weight to their personal benefit than to the 
company’s benefit stipulates Heskett et al (2003:48). 
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FIGURE 1 – DETERMINANTS OF CUSTOMER DELIVERED VALUE 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
SOURCE:  KOTLER (2000:35) 
Customer delivered value  
Total customer 
value 
Total customer 
cost 
Product value Monetary cost 
Services value Time Cost 
Personnel value Energy cost 
Image value Psychic cost 
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The first step in establishing awareness of the importance of lifetime 
values is to understand the hierarchy of relationships with customers; this 
is shown in Figure 2. It suggests that establishing customer satisfaction is 
only the first stage in a relationship that progresses to loyalty, in which a 
customer not only expresses an interest in repurchasing, but begins to 
devote a larger and larger share of the total “wallet” to a given brand. Next 
is commitment, in which customers attempt (either successfully or 
unsuccessfully) to influence others to purchase. Finally, over time, a sense 
of ownership is established in which customers actually endeavour to 
provide product or service improvements by taking the trouble to complain 
or provide a continuing stream of suggestions, says Heskett et al 
(2003:54). 
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FIGURE 2 - HIERACHY OF CUSTOMER BEHAVIOURS 
 
 
Ownership 
 
(Taking responsibility for the continuing success of the offering) 
 
 
 
Apostle-like Behaviour 
 
(Exhibiting a high degree of loyalty while convincing others to purchase) 
 
 
 
Commitment 
 
(Demonstrating loyalty while telling others of one’s satisfaction) 
 
 
 
Loyalty 
 
(Devoting a large “share of wallet” to repeat purchases) 
 
 
 
Satisfaction 
(Getting as much as, or more than, what was expected) 
 
 
SOURCE:  HESKETT ET AL (2003:55) 
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At the core of a change process designed to enhance value based on customer 
lifetime value concepts, is the need to communicate the importance of these 
relationships to employees at all levels in the organisation states Heskett, et al 
(2003:55). 
 
2.4 PROFILING THE CUSTOMER PORTFOLIO 
 
Given the heavy concentration of sales for most business-to-business 
organisations, the profiling process can be confirmed to say, the largest 
hundred customers. It often produces a surprisingly diverse profile. Sources 
of information used in this process start with sales information. Because the 
sales information contained in a vendor’s files may contain only a portion of 
the total purchases by the customer, it requires estimates of market share 
by the sales representatives responsible for each account. Given this 
information, loyalty indices can be established for each customer says 
Heskett et al (2003:63). 
 
Sales representatives may be the best source of information about 
terrorists: salespeople are closest to the market and are able to observe 
negative customer attitudes and behaviours.  Indexes identifying hostages 
are typically based on measures of customer satisfaction, often collected 
periodically, and levels of loyalty discussed. High levels of loyalty combined 
with low levels of customer satisfaction are almost certain indicators of the 
presence of a hostage, stipulates Heskett et al (2003:63). 
 
Business-to-business customers are often asked to provide referrals to 
potential customers. Records of these referrals, perhaps combined with 
information from new customers regarding major influences on their 
decisions, provide indicators of the viral nature of each account, as well as 
the degree to which each is truly an apostle, what is sometimes referred to 
as a marquee account. Such marquee accounts are relatively easy to 
identify in business-to-business settings, thus providing a basis for the final 
assessment needed to complete the profile, says Heskett et al (2003:62). 
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Other organisations have somewhat a different set of challenges in profiling 
a customer base. They require a reliance on survey-based sample data as 
well as input from various types of “listening posts.” Increasingly, however, 
with the advent on Internet - based methods of communication, the profiling 
of large numbers of customers in more reliable fashion is becoming a 
reality. 
 
So called customer satisfaction surveys must go beyond merely the 
question of satisfaction, if they are to yield the data necessary for profiling 
the customer base. They must also establish the level of commitment of a 
customer to a product or service, as well as the viral character of the 
customer. Three survey questions according to Heskett et al (2003:62) 
provide a basic tool for this: 
 
• How satisfied are you (with the product or service)? 
• How likely are you to repurchase? 
• How likely are you to tell someone else about your experience? 
 
Heskett et al (2003:62) goes on to say additional questions identify 
behaviours that go beyond intent and establish level commitment, viral 
character, influence, and ownership:  
 
• How many times have you purchased (all products or services of this 
type) in the past six months (or some other period of time reflecting 
purchase frequency for a product or service category)? 
• How many times have you purchased (this product or service) from (our 
company) in the past six months? 
• How many others have you told about your experience (with this product 
or service) in the past six months? 
• How many of those that you have told in the past six months have, to 
your knowledge, also purchased (the product or service)? 
• How many times have you offered constructive criticism or suggestions 
for product or service improvements over the past six months? 
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Increased emphasis on the profiling of customers is reflected in changing 
market surveys such as these as stated by Heskett et al (2003:63). 
 
2.5 CUSTOMER MANAGEMENT THROUGH PEOPLE 
 
One of the difficult questions facing all organisations interested in improving 
their customer management is: “I have decided what customer 
management strategy to put in place. I have decided which model(s) of 
customer management to use. I have bought my systems. I have decided 
on my implementation programme. Now, where on earth do I get the people 
to manage it all?” asks, Foss et al (2003:291). 
 
This is the wrong question. Leaving the people area until last is not a good 
idea. Indeed, companies that succeed in implementing new approaches to 
customer management tend to appoint much of the team first, and leave the 
team to develop plans. This follows the excellent principle of not expecting 
people to implement plans that they had no hand in shaping. Of course, it is 
not possible to appoint a complete team before deciding what to do, as the 
decisions about what to do, and where and when to do it, affect decisions 
about the nature and size of the customer management team. Indeed, it is 
this, ”chicken and egg” interdependence between appointing the team and 
developing and implementing a customer management plan that causes 
such stress in many organisations trying to improve their customer 
management says Foss et al (2002:292). 
 
Customer management research suggests a very high correlation between 
having the right people and people programme in place, with achieving 
results for your customers and company. It is perhaps not surprising that 
some successful managers extol the mantra “the customer comes second”, 
meaning that where there is internal focus on employees they in turn will be 
able to understand customer needs and manage relationships effectively 
argues Foss et al (2002:292).    
 
Economically, building employee loyalty makes as much sense as building 
customer loyalty. An employer with a high turnover of staff will find that 
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recruiting new people and training them is expensive, just as recruiting new 
prospects and converting them to customers is expensive. They are 
different sums of money, but both significant. In the same way that it is 
foolish to fail to build loyalty with a customer once an investment to win 
them is made, so it is also a waste of money to lose good employees once 
they have been recruited and trained. The development of employee loyalty 
is fundamental to the success of becoming customer-driven and delivering 
a sound corporate promise suggests Frazer-Robinson (2000:66).  
 
Employee value leads to the satisfaction, loyalty, and productivity that 
produce customer value, satisfaction, loyalty, trust and commitment. 
Satisfied, loyal, trusting, and committed customers are the   primary driver 
of company growth and profitability, important determinants of investor 
value. Finally, the fruits of growth and profitability are reinvested in value for 
partners (suppliers, communities, and others) employees, customers, and 
investors states Heskett et al (2003:41). Figure 3 illustrates the factors in 
value profit chain success where organisations start developing sustainable 
performance excellence.  
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FIGURE 3 - FACTORS IN VALUE PROFIT CHAIN SUCCESS 
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At the core of success in a profit value chain are: the leadership of the 
organisation, the vision or strategy, and the culture. These in turn become 
the value drivers in terms of performance excellence, organisational focus, 
the correct cultural fit, trust by all stakeholders, ability to adapt to the 
constant changes of industry and differentiation from competitors. At the 
centre is value. The value levers are; operating strategy, information 
technology, knowledge management and customer relationship 
management, stipulates Heskett et al (2003:41). 
 
2.6 CUSTOMER RELATIONSHIP MANAGEMENT 
 
Customer relationship management, for which lifetime value estimates 
provide strong justification, requires a customer-centric organisation. 
According to Zaltman (2003:20) nothing affects an income statement’s 
bottom line as much as its top line-gross billings, the initial parameter within 
which all other “lines” customer-centricity, the degree to which it focuses on 
latent as well as obvious needs of current and potential customers. High 
customer-centricity involves two acts of hearing or listening: 
• The customer “hears” - truly understands – that a firm’s offerings merit 
a purchase; 
• The firms “hears” – truly understands – through skillful listening what 
current and potential customers are saying in their native language 
about their deep thoughts and feelings. 
 
According to Zaltman (2003:20) customers are not always right.  They 
make mistakes; they forget things; they get confused.  But customers are 
always emotional.  That is, they always have feelings, sometimes intense, 
other times barely perceptible, when they make purchases or engage in 
commercial transactions.  One thing is certain: no one is entirely neutral 
about consuming. In part this is because money is involved with 
consumption. The root definition of consumer is “to get” the origin of the 
word emotion is “to move.” 
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Consuming is not an act of detachment. It is an experience filled with 
emotions, some positive, others negatives and each situation elicits 
different emotions, depending on what the experience means to the 
consumer.  Accepting the fact that emotions play a part in business 
transactions might make organisations more sensitive to a whole range of 
issues and actually make them stronger by integrating the human element 
in daily work, says Barlow and Maul (2000:16). 
 
This suggests two simple propositions: 
 
• The more skilled marketers are in listening to customers, the more 
effective their marketing strategies will be in establishing the value of the 
firm’s offering; 
• The more clearly current and potential customers understand the value 
of the firm’s offerings, the larger the top line will be. 
 
A customer - centric firm, then, avoids technological arrogance – the notion 
that customers are passive and must be aggressively sold rather than 
skillfully heard, emphasises Zaltman (2003:21).  The Figure 4 below gives 
an analysis of consumer insight. This is the model upon which 
organisations thought process should be centered around. It is an indication 
of the various external and internal processes that consumers undergo 
which in turn has a direct influence over their behavioural patterns. 
 24 
Understanding of how mental 
activity occurs 
FIGURE 4 - INSIGHTFUL CONSUMER ANALYSIS 
 
 
 
 
 
 
Goal: 
Insightful 
Consumer 
Analysis 
 
 
 
 
 
 
 
 
   Social and   Biological 
  psychological process  processes that 
  that consumer’s         produce mental activity 
  experience 
 
 
 
 
SOURCE: ZALTMAN (2003:20) 
 25 
 
An enterprise organised around products or services inevitably creates the 
possibility for multiple points of contact with a customer. Each may involve an 
opportunity to influence the quality of the relationship. An example is a business 
unit experiencing low margins may elect to pass up an opportunity for a 
relationship, representing significant opportunities for other business units in the 
same organisation, either out of ignorance of the total opportunity or because of 
a reward system that provides no incentive to take the customer lifetime value 
into account, says Heskett, et al (2003:71). 
The stated purpose of Customer Relationship Management (CRM) is to enable 
a company to better serve its customers through the introduction of reliable 
service automated processes, personal information gathering and processing, 
and self-service. It attempts to integrate and automate the various customers 
serving processes within a company. According to Heskett et al (2003:72) an 
organisation comprising separate business units marketing to the same 
customers can benefit from:  
• efforts to communicate estimates of organisation wide lifetime value for 
potential customers; 
• policies assigning lead marketing responsibility for a particular relationship to 
the business unit with the earliest sales opportunity or greatest margin 
opportunity and;  
• measurement and recognition practices that distribute rewards among 
business units realising varying margins products or services sold to the 
same customer.  As investors return to fundamentals - predictable profits 
and growth in earnings - they are becoming more interested in 
understanding the source and reliability of those profits and earnings 
customers.  
CRM is a term for methodologies, technologies and e-commerce capabilities 
used by organisations to manage customer relationships. Traditionally, 
organisations have developed databases to capture customer information 
including such details as customer profiles, demographics, products purchased 
and other items of interest. CRM requires a balanced approach, covering 
strategies, people, systems, processes, data and measurement. One of the 
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current dominant influences on management thinking is the idea that 
“competition is only a click away.” The Information Technology revolution that 
the world is experiencing, means that distance is now only a minor factor in the 
cost of communication, and becoming less and less important as more 
communication moves off conventional voice into data. This makes location less 
relevant to business success. Businesses need less and less to be located near 
the markets they serve, provided that the logistics network is in place to deliver 
all the products, services and information required to ensure smooth transition 
through the value chain, states Heskett et al (2003:73). 
 According to Heskett et al (2003:73), individualisation is important to 
consumers who can always find another source for the product or service. A 
broader notion of CRM includes the identification of consumer life cycle 
(presale, post sale, and repurchase) and the determination of a value for 
consumers. Companies determine how much it costs to generate consumers 
who are willing to try the product or service, how much it costs to deliver 
products or services that meet the consumers’ needs, and how much it costs to 
retain loyal consumers. 
Segmenting consumers by value allows companies to develop cost-effective 
methods of attracting and retaining consumers in a profitable manner not 
knowing which consumers want or need the same level of contact. By knowing 
which consumers need what level of contact and what the cost of contacting 
those consumers is, companies can design appropriate ways of developing 
proactive business plans says, Schuster and Dufek (2004:122). 
Once, only larger organisations could afford the complex IT, 
telecommunications and logistics infrastructures required to service global 
markets. Now all these are available, cheaply, to almost any organisation. 
These infrastructure developments - mean that any kind of customer can be 
served anywhere in the world, customising the offerings of the world to their 
needs. It is no longer necessary to be an important customer. Friction is 
disappearing from markets, as economists would say. Nearly all customers can 
access price and availability information at any time in any place, says Schuster 
and Dufek (2004:122). 
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. 
This creates much more transparency in markets. All the same, it is not always 
evident - to individual suppliers or customers - how to exploit these 
developments. However smartly this new capitalism works, customers need to 
learn how to use it, and organisations need to learn how to spread the capability 
throughout their global network. Despite all the advances in IT, big 
organisations are well aware that, at least in the customer management area, 
there is a wide gap between best and worst practice between their operations in 
different countries, and that improving practice still depends crucially on people, 
says Foss et al (2002:266). 
2.7 IMPLEMENTING CUSTOMER MANAGEMENT  
 According to Foss et al (2002:266) delivery of customer management is 
depicted in Figure 5; this is the customer management activity model. 
Plans and objectives, based on the retention, acquisition, penetration and 
efficiency findings of the analysis, and the needs of the customer groups, 
drive activity throughout the customer life cycle from prospect, through new 
customer and onto mature customer. This will involve the day-to-day 
working practices of the marketing, sales and service support functions 
within the following key areas: 
• Targeting of acquisition and retention activity; 
• Handling of enquiries; 
• Support for new and upgrading customers; 
• Getting to know customers and how they want to be managed; 
• Account management (service, billing, technical support, field, third-
party telephone); 
• Identifying and managing dissatisfaction; 
• Winning back lost customers. 
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Large organisations have to make some difficult changes to the traditional 
structures and ways of working in order to achieve what they want to in 
customer management. This is made difficult because organisations have been 
sliced into departments or areas of competence, which directly impede a 
positive experience for customers - this has to be changed. Core measures and 
reward systems tend to promote customer acquisition activity and distract from 
sustained relationship building with the customer base - these have to be 
changed. Senior leadership is critical to the drive and continuity of the strategy. 
All those involved have to see how they have an impact on successful delivery 
of customer management - and should be rewarded accordingly acknowledges 
Foss et al (2002:296). 
Partners will necessary play a key role; as such they need to be managed and 
measured in line with the strategy. How is all this to be achieved? According to 
Foss et al (2002:298) research shows that just a few critical factors explain why 
customer management programmes succeed or fail: 
• Restructuring current teams to create the right environment can be 
extremely difficult: old frames of reference constantly creep in. For an 
established company, a team that understands the history of the pockets of 
people really makes a difference to customers and this should drive the 
change; 
• Strong programme management is absolutely critical. Many Customer 
Relationship Management programmes have been rebadged as project 
management or IT programme management to enable this. This is business 
programme management and requires senior business management 
responsibility, with a strong HR component. If this fails, companies end up 
with great project plans, strong processes and systems but the people leave 
or are disenfranchised;  
• The management role needs to change. New metrics and competencies are 
required. Many managers find it hard to adjust, and benefit from sharing 
their experiences with their peers in other parts of the company and in other 
companies; 
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• Using consultants too much can create dependency in critical areas or lack 
of buy-in from the “troops.” In some areas it is critical to gain expert input 
and an external view. These include strategy formulation, programme 
design, quality management, IT architecture/design, analysis/profiling, 
system supplier/product selection, database construction. In some areas, 
external help is needed to plug resource gaps temporarily, particularly IT 
implementation, service/contact centre. However, it is always important to be 
clear why external suppliers are being asked to take over essentially internal 
roles, and to manage the input well;    
• Keeping people is probably the most difficult thing once the organisation has 
developed them. There seems to be a seventy to eighty percent loss rate of 
senior programme managers in this area for two years indicates Foss et 
al(2002:299). There is enormous demand for them; 
• Customer Relationship Management cannot be owned by the IT or 
Marketing departments alone. Companies in the United States, the 
Netherlands, Scandinavia, Australia and South Africa have realised this and 
the realisation is now spreading to the rest of the developed world. So good 
Customer Relationship Management programme managers are getting even 
harder to find as the competition for them is becoming more international;  
• There is a need for more focus on working with partners to provide sound 
Customer Relationship Management propositions and to implement 
Customer Relationship Management. This should take into account the 
culture of the organisation and the fit of people working together. 
Exchanging staff with suppliers and other business partners can advance 
programmes greatly, as per Foss et al (2002:299); 
•  According to Foss et al (2002:300) Knowledge Management is at the heart 
of Customer Relationship Management. People developing and sharing 
knowledge about customers, how they behave, how they react to the 
company’s proportion, what works and what does not - these are all critical 
elements of a customer management programme, and require the 
appropriate infrastructure measures and technology to support them;  
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• Foss et al (2002:300) also states that it is important to link pay and reward to 
Customer Relationship Management where possible. For example, if a data 
model has been built to support, retention activity and the retention activity 
based on the model works well, has the database team been rewarded for 
the success? 
• It is important to define certain key roles and accountabilities in the 
Customer Relationship Management programme and how they need to 
change, keep them under review, although this is hard at the beginning of 
the programme. Key responsibilities that must be allocated include those for 
customer acquisition, retention, development and for the cost-effectiveness 
of customer management;  
• Building teams around customer groups is a good way to motivate people. 
One company built a centre team around acquisition sales and service for 
regions of the customer base and watched the conversion rates soar by 
twelve percent, according to Foss et al(2002:300); 
• Achievement/recognition is often the area that has the greatest impact. It is 
not all about money. The best example of this is an organisation that gains 
key customer input on individuals’ performance and creates monthly, 
quarterly and annual communications around these. Based on this 
feedback, individuals and teams are provided with additional development 
roles;   
• The emotional aspect of the Customer Relationship Management 
programme should not be forgotten. The ideal (though difficult) objective is 
to change feelings in the hearts of customers and staff. There is a fine line 
between motivation and emotion. If you can create more positive customer 
emotions, and the impact of this emotional change is demonstrated to staff, 
this can have a really positive effect on how staff think and work. It can also 
reduce some of the stress and conflict that Customer Relationship 
Management programmes can lead to conflict with other policy areas is not 
resolved Foss et al (2002:300) argues. 
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Being part of something that is difficult in the marketplace and recognised as 
being successful also promotes a buzz. When a company succeeds in creating 
this kind of emotion, it is immediately obvious in the tone and content of e-mails 
from customers, for example. It is just as important to recognise that negative 
customer emotions can have a serious effect on customer-facing staff. For this 
reason some companies create “mentoring” networks for those dealing with 
very difficult complaints or claims processes according to Foss et al (2002:298).  
2.8 THE CRM TEAM AND ITS MANAGEMENT 
Senior managers often give lip - service to ideas of CRM, but the way they 
are managed forces them to compromise Customer Relationship 
Management objectives when faced with pressure in other performance 
areas, rather than allowing a degree of balance. Commitment that is both 
genuine and long term is critical.  If it is absent, the jackals will pounce, 
and the CRM programme will fail, reiterates Foss et al (2002:302). 
One organisation developed a two-year programme plan covering, all the 
functions and business units involved. It was not just a system 
implementation programme.  It included training, analysis, pilot projects 
and so on. Implementation was prioritised, not just on the basis of financial 
returns, but taking into account feasibilities and learning curves, as well as 
potential recruitment difficulties, states Foss et al (2002:302). 
Often, an unrealistic (in terms of timing and/or results) business case for 
CRM investment is agreed by the board, and then the task is “thrown over 
the wall” to a manager appointed to head the CRM effort. A team is quickly 
appointed and money is spent like water in building a CRM infrastructure, 
with no clear basis for deploying it. This is the wrong way round. A general 
case can be made for improving, how and how fast, and what objectives 
and strategy would be appropriate. One global organisation that did it the 
wrong way round found that the whole initiative produced no results except 
expenditure, because a centralised view of objectives, strategies and 
timing did not match what could be achieved in most business units, says 
Foss et al (2002:302). 
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This includes recruitment, selection, communication, training and 
motivation. CRM programmes - if and when they work - require many 
people to behave differently, and work with different colleagues. They 
need to understand the world they are moving towards and then to 
function within it. So a structured programme is required- including work on 
job definition, assessment of competence, appraisal, coaching and 
mentoring and culture change, says Foss et al (2002:302). 
Organisational design is key. The organisation required to run CRM is not 
the same as the organisation to set it up. Performance criteria need to be 
changed. New kinds of measurement are needed (e.g. retention, customer 
value). Getting staff to experience the company as a customer are helpful 
ways of creating a customer-focused culture. 
Often, suppliers are viewed just as providers of specific services. But 
suppliers can be an integral part of the team, working on customer 
management in areas such analysis and planning, actually managing 
customers, supplying supporting data and systems, and of course 
measuring the results says Foss et al (2002:304). 
2.9 KEY SKILL REQUIREMENTS IN CUSTOMER MANAGEMENT 
Skills requirements are many to ensure a successful CRM rollout. Few 
companies would claim that they had all the skills they required; in the 
quantities they require them. Developing and keeping the right mix and 
level of skills is a constant battle. The phrase “two steps forward, one step 
back” rings very true here. As soon as company recruits and/or trains to 
the right levels, strategic needs may change, or key staff may leave to join 
other companies. This selection discusses the ideal mix of skills, and what 
a company can do to move towards the deal, while recognising that the 
ideal will never be reached according to Foss et al (2002:302). 
2.9.1 CORE COMPETENCIES 
Setting out and understanding the core competencies one needs for 
customer management is critical. Some examples of new competencies 
that organisations have to develop according to Foss et al (2002:302). 
are: 
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• Understanding customers-customer analysis and research; 
• Customer strategy design; 
• Contact strategy design and management; 
• Understanding business impact-profitability, building a business case; 
• Managing customers/relationships-key account management; 
• Managing, coaching and developing people; 
• Managing and interpreting customer information; 
• Innovating for and with customers (in teams); 
• Researching the market; 
• Customer programme design and management; 
• Customer proposition/product design; 
• Customer product rating/pricing; 
• Website content design and management; 
• Web community design and management; 
• Customer process and service level design. 
2.9.2  MANAGEMENT, PERSONAL AND TECHNICAL SKILLS 
According to Foss et al (2002:302), in training, there is usually a 
difference between three fundamentally different types of skill, and are 
listed as follows:   
• Management skills - the type of skill required to manage or work with 
teams of people in order to achieve a particular goal; 
• Personal skills- the type of skill required for an individual to function well, 
as an individual, a variety of contexts. These contexts include the family 
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and friends, and peers, subordinates and superiors at work. Many 
personal skills are important contributors to management skills. 
• Technical skills - those relating to the individual’s specialism. In customer 
management, these include customer management itself, statistical 
skills, and computing skills. 
2.9.3 FUNDAMENTAL MARKETING SKILLS 
There are surprisingly a number of people working in Customer 
Relationship Management whose level of knowledge of marketing and of 
certain customer management disciplines is weak.  Foss et al (2003:305) 
argues that the following are general marketing skills that an organisation 
would like its customer management staff to have: 
• Customer orientation: the ability to see things from the customer’s point 
of view. In Customer Relationship Management, it is all too easy to get 
carried away with the technicalities of the approach. Staff should be able 
to stand back from their work - a letter, a planned telephone call, a 
brochure or a catalogue-and see it as the target customer would see it. 
They should then be able to ask themselves, dispassionately, the 
question” What customer benefits are highlighted?” and be honest in 
answering;  
• Understanding of different basic approaches to marketing-brand 
managed, sales force-driven, retailing and the like, how they work and 
why they work. This is an important part of basic development;  
• Understanding the basic marketing approach. This covers identifying 
customers and their needs (conceptually and analytically) and 
determining ways to meet them profitably through the deployment of 
them marketing mix (product portfolio, price, promotion, distribution 
cannels). This understanding is critical for integration of the customer 
management approach with an organisation’s approach says Foss et al 
(2002:310). 
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2.9.4 PERSONAL SKILLS 
Personal disciplines are usually at a premium in Customer Relationship 
Management, two skills in particular. The first is communication – the 
amount of teamwork required to develop and launch customer 
management campaigns means that those involved need to be good 
communicators. This is not just for formal presentations, but also in the 
sense of keeping the team informed (staff and suppliers) according to 
Foss et al (2002:310).  The second is team-working (for the same reason 
that communication skills are required). 
2.9.5 DATA AND DATABASE SKILLS 
Customer Relationship Management is probably the most quantitative 
form of marketing. Direct marketers need to understand how customer 
databases are built and maintained. They must know what sort of data is 
required as the basis for successful Customer Relationship 
Management, how to analyse data to find out which approaches work, 
and so forth. They do not necessarily need to be able to carry out the 
analyses themselves, as these are often contracted out to third parties. 
They also need to understand the structure of marketing databases and 
how the system in which they are housed affects the way they are used. 
If they are to be given online access to the organisation’s database, then 
skills to operate the system are needed says Foss et al (2002:310). 
2.10  SUMMARY 
Investing in Customer Relationship Management is exciting and rewarding for 
any organisation. The same investment should apply towards keeping good 
employees; this is not just a question of pay. Many do not leave for money; they 
leave because they are looking for a company where Customer Relationship 
Management is more accepted. Customer Relationship Management strategies 
are the fundamental basis for organisational competitiveness. Investors should 
think in terms of customer value when assessing organisations, by assessing the 
quality of the organisation’s customer relationships. 
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There is a sea of change in organisations towards service to counteract the 
customer revolution. Organisations are changing their organisational structures, 
developing business models and product portfolio to match customer needs, and 
thus creating long-term relationships with such customers. This chapter has 
evolved from service to customer and the strategies that create such synergy. 
 38 
CHAPTER THREE 
 
                         DEVELOPING A GENERIC MODEL 
 
3.1 INTRODUCTION 
 
Customer service begins with a strong, warm and sincere greeting. This is 
considered one of the most basic of all customer service tips, yet it is quite 
a rarity these days. What is even more common is either no 
acknowledgment or a rehearsed, insincere greeting. A customer service 
representative has a few short seconds to impress a customer during first 
contact.  This may be over the phone or when a customer walks through 
the front door. A strong and positive greeting, with good eye contact and a 
big smile, is the perfect way to start off the relationship says Griffiths 
(2002:91). 
Information Technology makes three important new capabilities available 
to organisations. The database allows a business to tell its customers 
apart and remember them individually. Interactivity means the customer 
can now talk to the organisation (rather than serve as the passive target 
for messages). Mass customisation technology enables the organisation to 
customise products and services as a matter of routine.  Combining these 
three capabilities creates a “customer feed back loop,” I know you and 
remember you. You tell me what you want. Then I make it for you. While 
this feedback loop has the potential to make customers extremely loyal, to 
use it, an organisation must be able to integrate its actual products and 
service delivery processes with the feedback it receives from interacting 
with specific, individual customers according to Griffiths (2002:92). 
This chapter will look at a generic model for customer relationship 
management capabilities in a specific information technology environment. 
One useful method for contrasting the objectives and tactics of an 
information technology organisation that excels in service with traditional 
business strategy is to visualise competing for business in a different 
dimension.  A further illustration of “the ultimate customer experience” 
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documented by Gartner will depict this unique acceleration in customer 
service (http://www3.gartner.com/unit). 
 
In an annual CRM conference held in Paris once, led by relationship 
marketing expert, Professor Adrian Payne, who asked by a show of hands 
for those who considered themselves to be advocates of Virgin Atlantic. 
Around fifty hands went up out of three hundred in the room. He then 
asked those with their hands up to put them down if they have flown with 
the airline. This left about ten hands up, “So, you are the people who are 
the advocates of Virgin Atlantic…but never flown with them?” Payne said 
to clarify. The hands up stayed up, says Schmitt (2002:36). 
 
How can an organisation create advocacy without customers’ having-first 
hand experience? By creating such differentiated experience that, 
customers become your best sales people. Richard Branson launched 
Virgin Atlantic at a time when most airlines were still state-run and had a 
reputation for being operationally driven and rather boring. 
 
What Branson did was to create a proposition that matched the safety and 
procedural efficiency of competitors but created a new and exciting 
customer experience. He put the fun back into flying. His upper class was 
soon a big hit, essentially a first-class product at business class fare. The 
on-board bar, interactive entertainment system, in - flight massage, CD 
quality music channels and friendly and interactive cabin crew all created a 
customer experience that was new and different. Business people started 
talking about Virgin and recommending it to others. “There is definitely a 
club feeling about Virgin Atlantic”, said Steve Ridgeway, Virgin Atlantic’s 
customer service director. “You feel our loyalty levels in our customers’ 
keenness to make word of mouth recommendations, coupled with a slight 
hesitancy, as if customers feel they do not want to let too many people in 
on a secrete they have discovered,” says Schmitt (2002:36). 
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3.2 THE ULTIMATE CUSTOMER EXPERIENCE 
 
Gartner has created the eight building blocks of customer relationship 
management as frame work to assist organisations see the wider picture, make 
business cases and plan their implementation. The blocks can be a tool for 
assessing existing CRM capabilities, and those required to support the desired 
strategy and experience. Before any organisation can create the ultimate 
customer experience, it needs to assess and understand both the present and 
future CRM vision to acquire grow and retain the client base. Lastly, initiate and 
implement a well-balanced and integrated CRM strategy. According to Gartner 
there ought to be a balance between the organisation and customer 
requirements, as depicted in the Famous Gartner Models (2003:06). 
 
The two central building blocks in Figure 6 depicted below (valued customer 
experience and organisation collaboration) is where people meet, build 
relationships and provide value to each other. According to Brink and Berndt 
(2004:16) research indicates that most profitable organisations develop a very 
specific set of valued customer experiences and organisational collaboration. 
Conversely, those that do not invest in building these specific capabilities leave 
millions of rands in profit on the table. 
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FIGURE 6-  CUSTOMER RELATIONSHIP MANAGEMENT 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
SOURCE:  FAMOUS GARTNER MODELS (2003:06) 
1.  CRM        VISION 
2.  CRM        STRATEGY 
 
3.  VALUED CUSTOMER     4.  ORGANISATIONAL 
     EXPERIENCE           COLLABORATION 
☯  
5.  CRM       PROCESS 
6.  CRM       INFORMATION 
7.  CRM       TECHNOLOGY 
8.  CRM       METRICS 
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3.2.1 VISION 
 
Successful implementation of a CRM strategy demands clear vision first and 
foremost. This clarifies how the customer-centric organisations wants to look 
and feel to its customers and prospects – with customer value propositions 
and corporate brand values as key considerations. Without vision, the 
organisation will be indistinguishable from the competition, target customers 
will not know what to expect from it and employees will not know what to 
deliver in terms of external customer experience, according to Famous 
Gartner Models (2003:11). 
 
3.2.2 STRATEGY 
 
The objectives of the strategy are to build the customer asset base to achieve 
corporate goals. It is not an implementation plan or roadmap. A real CRM 
strategy takes the direction and financial goals of the business strategy and 
sets out how customer loyalty will be built- that “feel-good factor” of customer 
and enterprise connection that encourages customers to stay longer, buy 
more, recommend the organisation to others and be willing to pay a premium 
price, according to  Famous Gartner Models (2003:11). 
 
3.2.3 VALUED CUSTOMER EXPERIENCE 
 
Customers’ interaction experiences play a key role in shaping their perception 
of an organisation’s value and the importance it places on the customer 
relationship. Good customer experiences drive customer satisfaction, trust 
and long-term loyalty. Poor customer experiences harm the enterprise through 
lost reputation, lost business and lost customers. It needs constant 
monitoring-no amount of internal “second guessing” can simulate what it is 
really like to be a customer, as stated in Famous Gartner Models (2003:11). 
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3.2.4 ORGANISATIONAL COLLABORATION 
 
According to Famous Gartner Models (2003:11) many organisations 
believe that implementing CRM technologies create a customer-centric 
organisation and forget, ignore or deliberately avoid the necessary 
changes to the organisation itself. Total CRM means that individuals, 
teams and the organisation as a whole, must create an integrated and 
supportive human architecture focused on the delivering and getting 
value to and from customers. 
 
3.2.5 PROCESSES  
 
Organisations frequently fail to realise that their functionally fragmented 
processes often deliver a poor customer service and less than expected 
value. Successful re-engineering should create cross-functional 
processes that are flexible and support the competitive advantage 
inherent in the customer value proposition, strategy and desired 
customer experience as stated in Famous Gartner Models (2003:11). 
 
3.2.6 INFORMATION 
 
Successful CRM requires a customer information flow throughout the 
organisation and tight integration between operational and analytical 
systems and processes. Having the right information at the right time is 
fundamental to the successful CRM strategies, providing customer 
insight and allowing effective integration across any channel.  
Unfortunately most organisations’ CRM information capabilities are poor 
- the result of numerous and fragmented departments, initiatives, 
databases and systems says Gartner in Famous Gartner Models 
(2003:11). 
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3.2.7 TECHNOLOGY 
 
For most technologists, CRM is all about technology. CRM technologies 
are an essential enabler for any modern CRM business strategy, but they 
are just one piece in the puzzle. In many CRM projects, integration 
issues start as a relatively low priority and then rise in prominence (cost 
and time) as organisations realise that total CRM requires seamless 
customer-centric processes, supported by integrated technology across 
the organisation and its supply chain, as stated in Famous Gartner 
Models (2003:11). 
 
3.2.8 METRICS 
 
The other seven building blocks depend on performance targets and 
metrics to gauge their success and organisations must set measurable 
CRM objectives and monitor CRM indicators to successfully turn 
customers into assets, according to  Famous Gartner Models, (2003:11). 
 
3.2.9 ACHIEVING SUSTAINABLE COMPETITIVE ADVANTAGE 
 
Anyone can produce a competitive advantage, but it will be short-lived if 
your competitors can match it or even better it. Others can easily do 
reduction of prices as well. Without a competitive advantage of some 
sort, there is no reason for an organisation to be in business. The 
conscious search for a competitive advantage will involve investment of 
managerial time and money. There is risk that the search will be fruitless, 
the effort unrewarding, the outcomes unsatisfactory. Avoiding the search 
for a competitive advantage can reduce the risks of such failure. 
However, without a competitive advantage there are no risks at all, 
because failure is guaranteed, according to Johns (2003:138). 
 
Competitive advantage relies upon differentiation. Low price is one form 
of differentiation, but it is often unsustainable except for one or two 
market-dominant organisations able to reap full benefit from economies 
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of scale. Further, low price is often equated with low margins: the ability 
to charge higher prices is linked to higher profitability. Organisations 
relying on low prices for new-entry competitors, who may not have scale 
economies, but may achieve other cost breakthroughs by using, for 
example, their own distribution systems or point-of-scale outlets, and by 
technological progress states Johns (2003:138). 
 
Most damning of all for those organisations differentiating themselves 
through low price is the fact that customers will often equate low prices 
with low quality, whether or not there is any justification for this supposed 
relationship. Differentiation is dangerous, then, if it depends exclusively 
on price. So leaving price on one side, we could define differentiation as 
the provision of something unique that is valuable to the customer (other 
than price). The benefits of differentiation especially if it can be sustained 
are: 
 
• It allows the organisation to command a premium price (and therefore 
secure higher margins); 
• The organisation can sell more of its products services at a given 
price; 
• The organisation will enjoy greater customer loyalty during cyclical or 
seasonal downturns; 
• If the organisation moves from a monopoly position to a competitive 
environment (like corporate-service functions submitting themselves 
to competitive tendering, or newly privatised public-sector 
departments), then previously tied customers may willingly continue 
to buy whatever the organisation supplies suggests, Johns 
(2003:138). 
 
Organisations can differentiate themselves in various ways. Note that 
for any of these differentiating factors to be worthwhile they must: 
 
• Be perceived by customer and; 
• Be perceived as beneficial, product/service features (seen as 
“benefits”) by customers and/or users; 
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• Product or service performance; 
• Methods of delivery; 
• Intensity and methods of product/service promotion;  
• Quality of sales force and methods of selling;  
• After-sale service; 
• The skills and experience of the staff employed in providing the 
product/services offered by the organisation; 
• The technology employed in the product/service provision process; 
• Procedures governing the actions of the staff; 
• Speed and nature of order processing; 
• Mechanisms for processing and responding to complaints, reports 
Johns (2003:138). 
 
3.3 CUSTOMERS AS A SOURCE OF COMPETENCE 
 
The changing dynamics of business has been the focus of managerial 
debate the past few years. Practitioners and scholars talk about 
companies “competing as a family.” They talk about alliances, networks 
and collaborations amongst companies. But managers and researchers 
have largely ignored the consumer, the agent that is most dramatically 
transforming the service environment as we know it. Customers are 
fundamentally changing the dynamics of the marketplace. The market has 
become a forum in which consumers play an active role in creating and 
competing for value. The distinguishing feature of this new marketplace is 
that consumers become a new source of competence for the organisation, 
according to Harvard Business Review (2001:8). 
 
Some industries have already gone further than others in drawing on the 
competencies of customers. The researcher considers the software 
industry, in which companies have moved from testing products in usability 
laboratories to testing them in customer environments. For example, more 
than 650 000 customers tested a beta version of Microsoft’s Windows 
2000 and shared with the software giant their ideas for changing some of 
the product’s features. Many of those customers were even prepared to 
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pay Microsoft a fee to do this according to Harvard Business Review 
(2001:8). 
 
Working with the beta software helped many of these customers 
understand how Windows 2000 could create value for their own 
businesses. The beta tests also helped clear the glitches from early 
versions of the software. The value of the collective R&D investment by 
Microsoft’s customers in co developing Windows was estimated at more 
than 500 million dollars worth of time, effort, and fees.  
In Microsoft’s case, customers act as product testers in their native 
environments. Internetworking giants Cisco goes even further than that; it 
gives its customers open access to its information, resources, and systems 
through an on-line service that enables Cisco’s customers to engage in a 
dialogue. In this way, Cisco’s customers solve the problems encountered 
by other customers, and each customer has access to Cisco’s knowledge 
base and user community. They are engaged in helping one another. In 
the new marketplace, organisations have to recognise that their dialogue 
with their customers is a dialogue of equals. Organisations no longer have 
monopoly on – or even an advantage in- information access according to 
Harvard Business Review (2001:8) 
The researcher has made an observation at Dimension Data, which 
follows a similar, if not a unique method. Firstly the customer’s needs are 
established. Secondly the customers’ business environment is understood 
through various means, such as constant interaction with the customer 
monthly or bi-quarterly. Thirdly, proposing a solution to form a catalyst to 
the customer’s needs both through efficiency and cost. This entails a 
detailed understanding of the customer in depth in terms of budget 
allocation to enable huge projects to be delivered upfront or on a phased 
approach.  
This method is intended to create a partnership, with the customer and 
build a long-term relationship of trust. Lastly customer interactive sessions 
initiated and hosted by Dimension Data through the Marketing Department 
to present the latest trends in technology going forward, to help customers 
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to make the correct decisions related to technology for the future operation 
of their businesses. This also facilitates an open forum for the various 
customers to enable them to reaffirm the value Dimension Data adds to 
their environments from one another.  
3.4 BUSINESS MODELS FOR SURVIVAL IN THE IT INDUSTRY 
Service providers, which have focused on what services and technology 
they have to sell for decades, must now learn to focus on their clients' 
needs. Developing front-office organisations with in-depth understanding 
of the specific market they are targeting is the most important element for 
success in a tough service market. Technical capabilities are a given in 
this maturing market, but capabilities alone are not enough. New business 
models and different types of competitors will emerge and only the ones 
that fit the best will succeed. 
In a study by Anderson Consulting, it was found that organisations that 
enjoy the highest profitability are those that have invested in developing 
CRM capabilities. Twenty - one such capabilities were identified: topping 
the list was motivating and rewarding employees followed by excellence in 
delivering customer service, turning customer information into insight, 
attracting and retaining the right personnel, and building selling and 
service skills, says Brink and Berndt (2004:16). 
Traditional, capability-selling approaches are less likely to succeed, but 
one - to - many IT services and business solutions can fit into the 
developing buying pattern. Buyers want faster, more flexible services that 
achieve more with less. Standards are more common and offerings should 
be targeted to specific verticals and processes. Providers able to interpret 
the business requirements of several clients and provide common service 
solutions to their problems will be able to grow, and increase their profit 
margins. One - to - many service providers must learn to thrive in new 
ways, because buyers are changing their criteria and are sceptical about 
promises from service providers. They need to: 
• Focus on targeting a group of organisations that could buy the same, 
mass-customised services; 
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• Align their offering with their target culture;  
• Anticipate clients' business needs and threats; 
• Offer services tailored to meet their business needs and budgets. 
Providers with the impressive set of capabilities may exist in three different 
business models: Specialised niche providers, multinational one-stop-shop 
providers and the service value chain — networks of specialist providers 
working in partnership. Each business model must face different risks  
according to Harvard Business Review (2001:8) 
 
3.4.1 SPECIALISED NICHE PROVIDERS 
 
These are the enterprises that own all the capabilities needed to serve a 
very specific target market, but no other capabilities. They are totally 
dependent on the continuing health of their clients, and often other 
providers could not profit from their clients, because so much specialist 
knowledge is required to serve them. Using a simile from the world of 
nature, we can liken these providers to anteaters, which are perfectly 
designed to suit their environment and position in the food chain, but 
which have a very restricted "diet" (http://www3.gartner.com/unit). 
 
Because a specialised niche provider's business is defined and restricted 
— for example, it may offer a full service solution for a micro vertical in a 
region, a single process or activity on regional or worldwide 
organisations, or a common process for a set of related and similar 
clients in an industry — it does not diversify. Any issue that endangers 
the business of its target market will endanger the provider. Niche 
providers are more at risk than their clients, because they can be 
threatened by competitors moving in on their specialty and by a reduction 
in their business if several clients merge or cease trading. For example, 
many of the first waves of targeted dot-com businesses disappeared as 
soon as a few of their clients lost their funding according to Gartner, 
(http://www3.gartner.com/unit). 
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3.4.2 MULTINATIONALS, ONE-STOP-SHOP PROVIDERS 
 
These own a wide range of capabilities in different regions. They may be 
able to provide consulting, system integration, IT and business process 
outsourcing, and infrastructures services and have worldwide or regional 
coverage. Dimension Data is typically one of these.   The largest service 
providers own all or most of the capabilities needed to thrive in the new, 
business - focused market. But this is not necessarily enough to provide 
appropriate one – to - many services to each of the many targets they 
address, according to Gartner (http://www3.gartner.com/unit). 
 
Capabilities within these providers such as — consulting, technical 
services, outsourcing — can be liken to animal houses within zoos; that 
is, different areas for different organisms. Clients of global providers 
often complain about problems in getting coordinated services between 
different business units at a single provider. A large, comprehensive 
provider is a challenging environment for strategic decision and 
execution. Owning all the capabilities does not automatically reduce 
costs or allow knowledge to be reused.  According to Gartner 
(http://www3.gartner.com/unit), problems may come from: 
• Management and process complexity;  
• Conflicting objectives from different lines of business;  
• Competition between internal capabilities and offerings, all trying to be 
the main channel to the market;  
• Poor cooperation hindering the creation of the end-to-end offering. 
Although diversification into several markets can reduce the business 
risk, it also implies that part of the organisation is always working in a 
difficult market. Multinational, one-stop-shop providers that address lots 
of markets often struggle for focus. The solution is to build highly focused 
front-end organisations to champion new solutions in the market, but 
then face the risk that the management cost will outweigh the advantage 
gained by owning the capabilities. The IT service industry has seen many 
mergers and acquisitions involving different kinds of provider — for 
example, consultants and outsourcers — which have not achieved the 
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expected results due to strategy and management issues, according to 
Gartner (http://www3.gartner.com/unit). 
 
Dimension Data as one such global organisation has witnessed all the 
above challenges and has come out stronger. The researcher discovered 
that the focus is on consistency in processes, strategies for business 
development, becoming the number one IT company by placing the 
customer first and key personnel retention. 
 
3.4.3 THE SERVICE VALUE CHAIN 
 
This is a tight association of specialised service providers, with 
complementary core competencies, cooperating to build one-to-many, 
end-to-end services. These providers will have tightly woven, 
interdependent and symbiotic relationships, like those between 
organisms in an ecosystem. There are not many examples of the Gartner 
business or IT services value chain in action. Some business process 
outsourcing providers use IT outsourcers to manage their infrastructures, 
and some infrastructure providers. Gartner predicted this sort of 
cooperation in 2000 as part of a long-term trend. The maturing industry 
can use this method to grow. One limiting factor is that service providers 
already work together, but their relationships are tactical, even though 
the companies describe them as strategic, according to Gartner 
(http://www3.gartner.com/unit). 
 
According to Davis and Benamati (2002:15), a value chain is a good 
example of a model, a simplified version of something complex used to 
analyse and solve problems or make predictions. Models are extremely 
valuable because they allow us to strip away layers of detail and focus 
on a few essential variables. An example of a value chain model is 
depicted in Figure 7. 
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FIGURE 7 - THE VALUE CHAIN 
 
 
 
 
 
 
 
 
 
 
 
SOURCE:  DAVIS & BENAMATI (2002:15) 
 
For example, best-of-breed consortia may be put together for large government 
tenders or other partnerships. They are often created on a case-by-case basis. 
As clients start to demand end-to-end services that individual providers cannot 
offer alone, investment in common processes and strategies by groups of 
providers will pay off. Most service providers are not big enough to aspire to 
becoming a global, one-stop-shop provider, nor small enough to be a 
specialised niche provider, according to Famous Gartner Models (2003:14).  
The researcher draws the conclusion that a combination of multinational and 
the service chain providers would be an ideal model for Dimension Data based 
on this evidence.  
 
3.5 WAYS IN, WHICH CRM WILL CHANGE 
 
Although Customer Relationship Management (CRM) is not new, it is not 
yet fully mature. Most enterprises now “get” customer relationship 
management (CRM). What they often do not realise, however, is that 
CRM is about to change, and, in some cases, rather dramatically.  
According to Gartner, (http://www3.gartner.com/unit), by looking carefully 
at the horizon, there are ways in which CRM will change during the next 
three to five years.  The following key issues are covered: 
Inbound 
logistics 
Production 
processes 
Outbound 
logistics 
Customer 
Service 
Sales and 
Marketing 
INFORMATION TECHNOLOGY INFRASTRUCTURE 
Upstream Downstream 
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• What changes in technology will impact CRM going forward?  
• How will CRM change and adapt to changes in the business and 
technology landscape? 
• What should enterprises be doing today to prepare themselves for the 
future of CRM? 
An area of technology that is changing is the emergence of what some 
have called human-oriented, or lifestyle, technology. To summarise 
basically, human-oriented technology is the adapting of technology to 
humans, rather than vice versa. 
To date, although technology is useful to humans, it is always necessary 
for humans to adapt to take advantage of it. Examples include learning to 
hit the “/” key to bring up menus, or understanding the sequence of steps 
that an interface requires or receiving long periods of training to be 
certified on a piece of technology. Brink and Berndt’s (2004:22) view is 
that CRM is a strategic initiative, not an IT initiative. It is strategy that 
requires fundamental changes within an organisation: the organisation 
needs to become customer-centric, business processes need to change 
and solution needs to be defined which will support all these changes. 
Information Technology organisations should be aware that the 
philosophy of the technology has changed and is now focused on trying 
to understand nebulous concepts like customer life-time value says Mike 
Cathie of Microsoft SA, (2004:19). “The point is not to de-prioritise 
customers that are not necessarily the biggest spenders, but to who have 
future potential,” he says.   
CRM is not about having fancy technology but about how knowledge is 
leveraged to optimise a business and ensure long-term client relations to 
the benefit of all stakeholders. An example is the communication by IT 
organisations to its customers, the management of the complexities and 
explosions in costs of effective IT deployments through standardisation 
and consolidation. This means, no matter their size, all organisations 
require technology to be productive for them to generate income rather 
than be an expense and a liability to the organisation. 
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In order to achieve this, companies need to spend their capital on acquiring 
technology that is relevant and in touch with the technology being used by both 
competitors and partners says Bright Spark Magazine, (2004/08:17). 
 
SUMMARY 
 
Excellent customer service is an integral part of CRM. Organisations need to 
understand that customers can be the best sales people. CRM is technology 
driven, but technology is only enabler. By using technology appropriately, an 
organisation can serve customers as individuals. Management ought to 
formulate a CRM strategy at the various levels within the organisation. This 
includes the people, the business processes, the organisational structure, 
vision, mission and the technical infrastructure. Dimension Data is a global 
organisation flexible to adapting to the capabilities demanded by CRM for a 
service provider to succeed in a competitive environment. 
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CHAPTER FOUR  
THE EMPIRICAL STUDY, METHODS USED AND ANALYSIS OF 
     DATA            
4.1 INTRODUCTION 
This chapter discusses the method used to implement the empirical study 
in detail. The main problem and sub-problems will be evaluated and how 
these problems are solved will be offered. 
The results for each question posed upon a respondent will be tabulated 
and conclusions will be drawn. The information used in combining the 
literature study and empirical study will lead to the establishment of a 
model. 
4.2 RESEARCH DESIGN 
 
Leedy (2001:4) defines research as the systematic process of collecting 
and analysing information (data) in order to increase our understanding of 
the phenomenon about which we are concerned or interested. The point of 
interest for this study has been addressed in the form of a problem 
statement as follows: 
 
• What customer service management strategies are at the disposal 
of an information technology organisation? 
 
The researcher identified three sub-problems to assist with the solution to 
the main problem, namely: 
 
• What is customer service management according to literature? 
• What model depicts customer service management in an IT 
organisation? 
• What customer service management strategies have been adapted 
at Dimension Data? 
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The methodology used in solving the main problem and sub-problems is as 
follows: 
 
• In chapter two the literature study conducted indicates what organisations, 
do to manage customer service in order to meet customer demands in 
general. This chapter elaborates on the realities that exist between the 
increasing customer expectation and what organisations are doing to keep 
abreast in meeting such expectation and stay competitive; 
 
• Chapter three continues the discussion on various models that exist in the 
information technology organisations and how each one is best matching to 
the specific need of customers; 
 
• In order to solve the third sub-problem a questionnaire based on chapter two 
and three has been compiled. The questionnaire is an internal evaluation by 
Dimension Data of customer satisfaction based on existing tools or internal 
strategies; 
 
• Finally, the results obtained from the survey were analysed and used to 
adapt, where necessary, to the proposed model for improved customer 
service management. 
 
4.3 PLANNING THE EMPIRICAL STUDY 
 
The empirical study was done by means of electronic interviews, with the 
use of a questionnaire developed from the literature study. The results were 
statistically analysed. The process followed is depicted below. 
 
4.3.1 THE QUESTIONNAIRE 
 
Leedy (2001:204) suggests that the researcher should ascertain that 
every question in a questionnaire is essential to address the research 
problem. Each question therefore has been documented to address the 
information obtained from the literature study in chapters two and three. 
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The questions were constructed using the guidelines indicated in Leedy 
(2001:202) such as clarity, non-ambiguity, checking for unwarranted 
assumptions and consistency. 
The respondents were given instructions, which communicated clearly 
how they were expected to respond. The questionnaire was made up of 
closed questions that required the respondent to select an option they 
concurred with. A draft questionnaire was tested in a pilot study, however 
before dispersing the questionnaire it was forwarded and checked by a 
lecturer of MBA studies at the Port Elizabeth Technikon.  After approval 
the questionnaire was presented to management at Dimension Data for 
comment. The questionnaire was accepted. 
4.3.2 ADMINISTERING THE QUESTIONNAIRE 
The questionnaire was e-mailed to all members of staff at Dimension 
Data demarcated in the research as (Appendix 1) on the 2nd August 
2004. Attached to the e-mail was the objective of the research and to 
solicit transparent responses in order to gain accuracy on the outcome of 
the data after analysis. 
4.3.3 POPULATION 
The intended population was all layers of staff in order to obtain a fair 
distribution and representation of the sample ultimately obtained. The 
sample numbered 32 people in the various business units of Dimension 
Data. 
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4.3.4:  THE SAMPLE 
Table:  1 
DESIGNATION SAMPLE SIZE 
Management  4 
Sales 4 
Service delivery 2 
Project Management 2 
Technical 12 
Administration 8 
 
4.3.5  THE RESEARCH RESPONSE 
 
The responses began to arrive within the same day the questionnaire 
was sent out. The cut-off date was the 30th of September 2004. Two 
weeks after the initial questionnaire was sent out another reminder was 
sent out. The last and final reminder was sent out, in the week of the 30th 
of September 2004, due to financial year end and other business 
commitments. The total sample obtained was 32 people. The 
respondents were also interviewed in person to ascertain the reasoning 
behind each response. 
 
4.3.6 ANALYSIS OF RESULTS 
 
The sample represents 23% percent of the total population of 140 staff. 
The sample represents all the levels of staff and is therefore achieves 
100% of the representation objective. 
 59 
 
QUESTION 1 
In your opinion, how important is customer satisfaction within your 
organisation? 
• It's a high priority  
• It's a mid-level priority  
• It’s a low priority   
• Don't know  
99% of the respondents felt customer satisfaction was high priority and only 1% 
felt it is a mid-level priority. It is evident that Dimension Data places customer 
satisfaction focus as primary. 
QUESTION 2 
Do you think there are shortages in IT personnel, in the short-term (1-2 
years) might this affect customers? 
• Yes  
• No  
• Don’t know  
 
50% of the total sample responded positively of the question, 38% responded 
negatively and the remaining 12% did not know whether there was a shortage 
in IT personnel or not and what impact it might have on customers. The 
administration staff were those that were less informed about the reality of the 
existence or shortage of IT personnel. The more senior staff seemed to be 
aware that there was no shortage in IT personnel. There is a mixed opinion 
regarding this and could potentially indicate a gap in communication between 
senior staff and lower level staff. 
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QUESTION 3 
 
How often does your organisation conduct surveys to evaluate customer 
satisfaction? 
 
• Daily basis for each customer  
• Monthly or more often  
• Quarterly  
• Semi-annually  
• Don’t know  
 
A combination of all levels of staff gave different responses to this question. 9% 
felt the organisation conducts surveys to evaluate customer satisfaction on a 
daily bases for each customer. 34% responded monthly or more often, 12.5% 
responded quarterly, 3% semi-annually, 15.6% yearly or less often and 25% 
have no idea. As can be seen below on Figure 8, Dimension Data conducts 
such surveys on a monthly basis. 
 61 
 
FIGURE 8 - CUSTOMER SATISFACTION INDEX 
 
 
 
 
 
 
 
SOURCE:  http://wiredd.za.didata.com 
QUESTION 4 
 
Is there is a cordial work atmosphere to enhance moral and customer 
service ethic within the organisation? 
 
• Yes  
• No  
• Don’t know  
66% have responded with a yes, 21% have indicated no, and only 2.7% do not 
know, as their answer to this question. It is evident that the majority are in 
agreement that there is generally a cordial work atmosphere. The mixed 
response about this point indicates a somewhat perhaps to a limited extent a 
non-cordial work atmosphere. It is only awareness upon such that could help 
improve such condition. 
Managed Services Average CSI per Month
4.27 4.16 4.29 4.31 4.16 4.15 4.32 4.33
0
1
2
3
4
5
Fe
b 
'0
4
M
ar
 
'0
4
Ap
ril
 
'0
4
M
ay
 
'0
4
Ju
ne
 
'0
4
Ju
ly
 
'0
4
Au
g 
'0
4
Se
pt
 
'0
4
Months
Av
er
ag
e 
Ra
tin
g
Average per Month
Desired CSI
 62 
 
QUESTION 5 
Which one of the following means is used to evaluate customer 
satisfaction? 
 
• Questionnaires sent through the mail (in-house 
efforts)  
• Follow-up telephone calls (in-house efforts)  
• An outside firm has been hired to track customer 
satisfaction 
 
• Suggestion boxes placed in facilities  
• Other  
 
18.7% have selected follow- up- telephone calls, 55% selected an outside firm 
has been appointed to track customer satisfaction, 15.6% do not know. Most of 
the staff selected the third option. 
 
QUESTION 6 
 
In your opinion is the strategic role of IT emphasised within the 
organisation? 
 
• Yes  
• No  
• Don’t know  
 
81% responded with yes. 12.5% did not agree and 6.2% did not know. There is 
strong emphasis on the strategic role of IT as most of the respondents seem to 
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agree as this is the driver of most business imperatives such as those of 
customer service management. 
 
QUESTION 7 
 
In your opinion, how have customer satisfaction ratings changed at your 
organisation in the past year? 
 
• Improved considerably  
• Improved somewhat   
• Has remained about the same  
• Has declined considerably  
• Don't know  
40% do not know the answer to this question, 25% feel customer service has 
improved somewhat, whilst 35% feel that customer satisfaction ratings have 
remained the same. There is mixed view on this aspect and this could mean 
there has been a limited focus on this aspect. 
QUESTION 8 
 
Does your organisation have managers/staff dedicated to customer-
satisfaction matters? 
 
• Yes   
• No  
• Don’t know  
 
31% of staff agrees that the organisation has dedicated individuals, 9% do not 
agree and 60% do not know. There is limited focus on this aspect as well. 
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QUESTION 9 
 
What sector of the information technology industry do you believe needs 
the most improvement in customer satisfaction? 
 
• Products/services  
• Managers   
• Professionals/specialists  
• Suppliers  
• Administration staff  
• Customers services staff  
• Other  
 
18% feel administrative staff need the improvement in terms of service delivery, 
process and workflow management. Whilst 16% feel managers need 
improvement in terms of managing staff, customers and driving business 
imperatives. The remainder of respondents have not given an opinion. 
 
QUESTION 10 
 
Has your organisation initiated programs to improve customer 
satisfaction within the past year? 
 
Yes  
No  
Don’t know  
 
21% have selected yes, 38% have selected no and 41% do not know. There is 
visible inconsistency regarding this point. 
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QUESTION 11 
 
What is the most compelling reason for your organisation to improve 
customer satisfaction? 
 
Fear of losing customers to competitors  
Fear of losing employer contracts  
Fear of damage to organisation's reputation  
Other  
 
84% selected the first option. 16% selected both fear of losing employer 
contracts and fear of damage to organisation’s reputation. Whether the entire 
above are reasons to improve customer satisfaction is questionable, every 
organisation is different. However Dimension Data has strong views on fear of 
losing customers to competition. 
 
QUESTION 12 
 
In your opinion do employees have access to IT specific training, to 
enhance know-how and customer service? 
 
Yes  
No  
Don’t know  
 
84% agree, 2.7% do not agree and 13% do not know. This is another 
predominantly positive response. Dimension Data employees feel an 
investment is made towards their development which in turn enhances the 
services delivered to customers. 
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QUESTION 13 
In your opinion, has customer satisfaction been shown to have a direct 
effect on your organisation's bottom line? 
 
Yes  
No  
Don’t know  
 
94% agree that customer satisfaction impacts on the bottom line and the 
remainder do not know. This positive response is an indication of the 
importance of customer retention, as they are responsible for salaries to be 
paid. 
 
SUMMARY 
 
This chapter gives a description of the approach adopted towards the 
compilation of the empirical study. Details of the research design are also 
contained therein as well as the planning of the questionnaire and the 
systematic steps followed in obtaining the data. The questionnaire was 
circulated to a target audience to conduct a valid empirical study. Responses 
received have been tabulated and subsequently analysed. Details of the 
responses have been documented in this chapter. Conclusions relevant to the 
research are drawn from the responses received and discussed in the following 
chapter. 
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CHAPTER 5 
 
AN INTERGRATION OF THE FINDINGS OF THE EMPIRICAL 
STUDY WITH THE THEORETICAL SURVEY DEVELOPED FOR 
THE STUDY, SUMMARY, RECOMMENDATIONS AND 
CONCLUSIONS 
 
5.1 INTRODUCTION 
 
The objective of this chapter is to integrate the results obtained from the 
empirical study with the model developed from the literature study. To 
arrive at this, the outcome of the analysis is reviewed to determine whether 
there are responses that have had limited or no support. After identification 
of such, they are removed from the model. Once this has been 
accomplished a model figure will be presented and a summary of the study 
will follow. 
 
5.2 AN INTERGRATION OF THE FINDINGS OF THE EMPIRICAL STUDY 
WITH THE THEORETICAL SURVEY DEVELOPED FOR THE STUDY 
 
The theoretical component of a customer service management model 
requires innovative thinking, expansion of capabilities, and provision of end-
to-end solutions as per customer requirements. The theoretical model that 
was developed solved the sub-problems mentioned in chapter one. The 
information gathered from the research for this main problem was 
subsequently utilised to compile a questionnaire in order to solve the main 
problem. Views were sought from the stakeholders within Dimension Data. 
 
5.2.1 A REVIEW OF THE EMPIRICAL STUDY WITH A VIEW TO ELIMINATE 
STATEMENTS WITH WEAK SUPPORT 
 
A survey of the results obtained from the empirical study has not 
revealed an overall positive view. The respondents expressed 
differentiating opinions with regards to answering some questions, due to 
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some gaps that exist between the various levels within the organisation. 
Some respondents were not certain as to which sector in the IT industry 
needed improvements with regards to customer satisfaction. Some 
respondents felt suppliers needed education on issues such as on time 
delivery, availability of equipment and pricing. As these have a direct 
impact on customer’s expectations. A high percentage of respondents 
found that programs to improve customer service within the past year 
have not been initiated or they were not aware of such initiatives. 
Generally most questions had positive responses, which support the 
customer service management model. The section to follow will deal with 
the completion of a customer service management model for Dimension 
Data. 
 
5.2.2. A CUSTOMER SERVICE MANAGEMENT MODEL FOR DIMENSION 
DATA 
 
The aim of this study was to identify an effective customer service 
management model. The steps followed towards achieving this were: 
 
• Theoretical data was gathered from relevant literature, deriving aspects 
such as the strategic, technology, customers and employee factors; 
 
• A sample of the population from Dimension Data was surveyed using a 
questionnaire developed from the literature study. This survey measured 
the acceptance or non acceptance of the model; 
 
• The results of the empirical survey were integrated with the theoretical 
information to compile a generic model of strategic benefit with regards 
to customer management strategies. 
 
The existing model is shown in Figure 9 and the final model is shown in Figure 
10 for comparison purposes. 
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FIGURE 9 - EXISTING MODEL 
 
Figure 9 is a model of the existing processes followed by Dimension Data. This 
process according to some employees has limitations, as there is no 
consistency; they feel the process is rather long and a waste of time. 
Employees also indicated that the process is rigid and does not allow for 
flexibility around each unique situation, as each customer is unique with specific 
requirements. 
The incentive around the employees who manage the process is not the same 
and as such employees do not share the same drive in managing the model. 
There are also external influences, which must be taken into consideration, 
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such as the constant fluctuation in the rate of exchange, which affects 
customers’ pockets. The irregularities experienced is the expected times of 
equipment arrival. Customers are to be retained at all costs, internal objectives 
must be met and new customers should be obtained. With all these pressures, 
it is important to implement a model that is an enabler to the stakeholders in 
achieving business imperatives. 
FIGURE 10 - NEW INTERGRATED MODEL 
 
 
Figure 10 indicates the proposed new model. The new model includes the 
processes of the existing model, but incorporated additional processes as 
discussed in chapters two and three. These new processes include a strong 
strategic marketing drive, which includes the following: 
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• Creating a functional benefit to the customer; this means creating an extra 
benefit, courtesy of the organisation,free of additional cost to the customer; 
 
• Developing a believable “reason why;” by making the customer aware of all 
the advantages of the service offering, such as improved efficiencies, 
reduction of cost and return on investment; 
 
• Develop passion for output; create the ability to go the extra mile for the 
customer, making the organisation’s capabilities unique and beyond 
customer expectations; 
 
• Develop the art and discipline of strategic positioning; this entails creating 
strategic partnerships with customers and an effort in understanding the 
customer’s operational environment in order to add value; 
 
• Develop a genuine interest in employee development and growth; this 
means creating a learning platform for all personnel towards their individual 
growth or career path. In addition to educate personnel on CRM processes 
as an enabler to value creating for customer environments; 
 
•  Figure 10, is one such retention model, which Dimension Data currently 
uses in their efforts of key personnel retention. 
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FIGURE 11 - EMPLOYEE BRANDING 
 
SOURCE:  http://wiredd.za.didata.com 
 
This entails management devising means of monitoring retention of key-
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• Developing competitive advantage; by differentiation initiatives so that an 
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• Improving on profitability; increase sales, reduce costs, form partnerships 
with suppliers. 
 
The second key focus is that of brand development as core next to customer. 
According to Porter (2000:404), a brand is a name, term, sign, symbol, or 
design, or services of one seller or group of sellers and to differentiate them 
from those of competitors. Porter goes on to say that a brand is essentially a 
seller’s promise to deliver a specific set of features, benefits, and service 
consistently to the buyers. A brand he says is an even more complex symbol as 
it can convey up to four levels of meaning: 
 
• Attributes: A brand brings to mind certain attributes. The Dimension Data 
brand for example could suggests planning, building and support of IT 
solutions with its famous green triangle. 
 
• Benefits: Attributes must be translated into functional benefit. This could 
mean through partnerships with other well-known brands, as suppliers 
Dimension Data could be associated with lifetime durability in terms of its 
solutions. 
 
• Values: The brand also says something about the producer’s values. 
Dimension Data’s values could be passion for customers, passion for IT and 
passion for community investment. 
 
• Culture:  The brand may represent a certain culture. Dimension Data’s 
brand could present a culture of efficiency, high quality and consistency. 
 
This proposed model could be used as a “benchmark” by management towards 
achieving business objectives. 
 
5.3 RESEARCH METHOD 
 
The main problem that was stipulated in chapter one and identified to be 
resolved was, “What customer service management strategies are at the 
disposal of an information technology organisation?” What was the 
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motivation behind this question? The answer to this question is that 
Dimension Data needed to implement a strategy to excel in customer 
service in order to retain existing customers, obtain new ones and become 
the number one information technology services organisation in the 
Eastern Cape. It was therefore necessary to examine the trends of 
organisations in the service industry, secondly examine internal and 
existing processes within Dimension Data and align such with proposed 
processes. 
According to research organisations in the service industry need to ride on 
the service excellence wave as a differentiator in order to remain 
competitive. Constant learning about customers and service has become 
of strategic value. Cultures have to change and become more flexible and 
geared towards internal focus on employees and they will in turn be able to 
understand customer needs. Dimension Data can bridge the gap that 
exists between the various levels in the organisation in terms of knowing 
the strategic value placed on customers and keep employees constantly 
up to date in terms of feedback from customers.  
Various models were identified and aspects, which drive business to 
succeed in the customer service space, were discussed. Based on this 
information, a questionnaire was developed and e-mailed to role players 
within Dimension Data. The replies by the respondents were analysed and 
the support for the proposed model was positive. 
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5.4 RECOMMENDATIONS 
 
The results of the study have been tabled and areas that need attention 
have been identified. Short discussions of each of these factors are as 
follows; 
5.4.1 QUESTIONS USED AND KNOWLEDGE OF ROLE PLAYERS 
 
The questions used in the study were of closed-ended; this did not allow 
them an opportunity to give their opinion. It was noted that on the more 
business related questions some of the respondents lacked knowledge in 
this area. It would be beneficial for Dimension Data for ensure that all 
people are aware of business imperatives even if this means incentives 
are associated with such knowledge. 
 
5.4.2 POPULATION 
 
The target audience for this survey numbered 140.  The objective was a 
larger target audience to obtain more accuracy in terms of the desired 
results. The survey received a 23 percent response, which is a very 
negative response to the implementation of a new model. However the 
various levels of employees who respondent gave back the desired 
variety of information needed for such model implementation. 
 
5.4.3 APPLICATION OF THE STUDY 
 
It is recommended that Dimension Data study the model for customer 
service management as well as incorporate a business model as the 
one-stop-shop provider model as depicted in chapter three for future 
strategic objectives. The model sets out certain processes that needs to 
be implemented to ensure that culture, is adaptable to meet 
developmental requirements of employees, internal processes are 
improved in order to meet business targets. This process is also driven 
by new ideas, as well as performance outputs from line management. It 
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is evident in today’s world that innovation and constantly staying above 
competition has a major impact on the future of the service industry.  
This will in turn have a major influence on the future of customers. When 
integrating these strategies with a Customer Relationship Management 
system, at the disposal of every employee Dimension Data will be able to 
position itself competitively. 
 
5.5 CONCLUSIONS 
 
The model developed enables a thought process around the most suitable 
possibilities and capabilities to be considered. This could be the beginning 
of further research to ensure that this model is benchmarked with other 
global models and best practices. Research emphasises on the need for 
organisations in service to recognise the core drivers of excellent service; 
such as organisations recognising unfulfilled needs as a basis for strong 
long-term relationships with all stakeholders in order to remain competitive. 
 
It is evident from the survey and the above discussions that there is an 
acceptance for the proposed model of processes to improve customer 
service strategies within the organisation.   
 
Cognisance must be taken of the fact that in order to take advantage of 
customer service strategies and maximising on the advantages vested on 
such strategies a change in mindset of the average line manager and 
employee would have to occur.  There has to be a willingness to change 
and to learn. A creative environment should be created in order for 
employees to contribute with their enhancements and share their 
experiences in the customer service arena. The main advantage for 
Dimension Data in utilising customer service management strategies is to 
contribute positively to bottom lines. Customer service is a business and 
could prove a profitable business if all strategies are utilised correctly. 
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SUMMARY 
In the previous chapter the results were obtained from the empirical survey 
questionnaire and were integrated with the theoretical model developed in the 
literature study of this research. This has resulted in a new model being 
developed and confirmed for customer service management strategies which 
include investment in employees and brand development to achieve as a 
strategic advantage as shown in Figure 11. The development of improved 
internal processes is also as imperative as workflow process, which in turn 
improves on efficiencies of customer service management. 
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SURVEY ON ANALYSIS OF CUSTOMER SERVICE MANAGEMENT 
STRATEGIES, IN AN INFORMATION TECHNOLOGY ORGANISATION  
 
This survey forms part of a research project to identify the strategies utilised by 
an information technology organisation to enable improved and effective 
customer service management. The results will be incorporated in an MBA 
dissertation and published in the form of an article in a journal. Kindly respond 
to the questions freely as your identification is not critical to the outcome but 
your opinion is. Your identity will be confidential if indicated however, and your 
assistance is greatly appreciated. Questions or comments regarding the 
questionnaire should be directed to:  
 
Nyanisa Majavu  cell number  0836493000 
    e-mail address nyanisa.majavu@za.didata.co 
 
TITLE: Organisational evaluation of customer satisfaction  
 
INDUSTRY: IT 
 
NAME: Optional 
 
1.  In your opinion, how important is customer satisfaction within your  
organisation? 
 
• It's a high priority  
• It's a mid-level priority  
• It’s a low priority  
• Don't know  
 
2.  Do you think there are shortages of IT personnel, in the short term (1-2  
years) might this affect customers? 
 
• Yes  
• No  
• Don’t know   
 
3.  How often does your organisation conduct surveys to evaluate 
customer satisfaction? 
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• Daily basis for each customer  
• Monthly or more often  
• Quarterly  
• Semi-annually  
• Yearly or less often  
• Don’t know  
 
4.  Is there is a cordial work atmosphere to enhance moral and customer  
service ethic within the organisation? 
 
• Yes  
• No  
• Don’t know  
 
5.  Which one of the following means is used to evaluate customer 
satisfaction? 
 
• Questionnaires sent through the mail (in-house efforts)  
• Follow-up telephone calls (in-house efforts)  
• An outside firm has been hired to track customer satisfaction  
• Suggestion boxes placed in facilities  
• Other  
 
6.  In your opinion is the strategic role of IT emphasised within the  
organisation? 
 
• Yes   
• No   
• Don’t know   
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7.  In your opinion, how have customer satisfaction ratings changed at 
your organisation in the past year? 
 
• Improved considerably  
• Improved somewhat   
• Has remained about the same  
• Has declined considerably  
• Don't know  
 
8.  Does your organisation have managers/staff dedicated to customer 
satisfaction matters? 
 
• Yes   
• No  
• Don’t know  
 
9.  What sector of the information technology industry do you believe 
needs the most improvement in customer satisfaction? 
 
• Products/services  
• Managers  
• Professionals/specialists  
• Suppliers  
• Administration staff  
• Customers services staff  
• Other  
 
10.  Has your organisation initiated programs to improve customer 
       satisfaction within the past year? 
 
• Yes   
• No   
• Don’t know  
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11.  What is the most compelling reason for your organisation to improve 
       customer satisfaction? 
 
• Fear of losing customers to competitors  
• Fear of losing employer contracts  
• Fear of damage to organisation's reputation  
• Other  
 
12.  In your opinion do employees have access to IT specific training, to 
       enhance know-how and customer service? 
 
• Yes   
• No   
• Don’t know   
 
13.  In your opinion, has customer satisfaction been shown to have a  
       direct effect on your organisation's bottom line? 
 
• Yes   
• No  
• Don’t know  
 
